Bangladesh is a moderate Islamic country. There are six full pledged Islamic banks providing services to wide range of customers. This study is designed to examine the impact of demographic disparities on the bank selection criteria applied by diversified customers of domestic Islamic banks in Bangladesh. We have run regression analysis after controlling for four demographic groupings such as Gender, Marital Status, Age and Educational Qualification. The beta scores were taken for identifying the influential factors chosen by the customers of Islamic Banks. Mostly, non-Islamic factors such as Corporal efficiency, Core-Banking services, Confidence, etc. were given higher weights by majority of the respondents. The report recommends introducing complete E-Banking solution, to increase advanced marketing efforts and to hire experienced human resources for better Islamic Banking activities in Bangladesh.
Introduction
Following the tremendous growth in oil exporting Islamic countries in 70's, banking based on Islamic law and principles has started to flourish. Since then the growth has been baffling at 10-15% during 1995 to 2005. By the end of 2005, total asset value of Global Islamic Banking stood at US$700 Billion and at an annual growth of 15% until 2010, the industry could grow to US$1.4 Trillion and to US$2.8 Trillion by 2015 (IFSB Website, 2008) . Magid (1986) summarized the reasons behind establishment of Islamic banks in three folds: firstly, to call for unified Islamic political and economic system; secondly, to create a pure Islamic system in Islamic countries and lastly, to adopt the Islamic Shariah law as the foundation for business transactions. Although the idea of Islamic banking comes from the desire of conducting financial activities in accordance with Islamic Shariah principles (Naser and Moutinho, 1997) , the popularity of Islamic banks is spreading widely with increasingly large international conventional banks by establishing Islamic window services.
Unlike conventional banks, the purpose of Islamic banks is to work in harmony with the Islamic law and principles towards economic development. Due to its profit-risk sharing principles, Islamic banks, compared to non-Islamic banks, seek for a just and an equitable distribution of resources (Siddiqui, 1985) . This is the reason why non-Muslims are also adopting Islamic banking in different parts of the world. The consequence of this is that Islamic banks face competition from both other Islamic banks and non-Islamic banks. When competition intensifies and when banks start to offer more or less similar products and services, it is the customer satisfaction that can influence the performance of an Islamic bank and determines whether its competitiveness and success are vulnerable (Naser et al, 1999) . Hence, effective market positioning to identify influential factors affecting customer satisfaction is of paramount importance for Islamic banks. Dushuki and Abdullah (2007) concluded that Islamic banks must not only rely solely on religious factors as a strategy to secure customers' allegiances but they should also emphasize providing quality and efficient services. They have also identified the absence of social responsibility issues in terms of selecting a bank.
There has been serious lack in researches in Islamic banking, especially in the area of customer satisfaction, in Bangladesh. In their latest working paper, Rashid and Hassan (2008) , has run a factorial regression analysis to find out influential bank selection factors. To the best of our knowledge, this is the only study on bank selection criteria on customers of Islamic banks in Bangladesh. This study has found Compliance to Shariah laws as one of the influential factors, whereas the other factors are convenience, cost-benefit, corporal efficiency, core banking services and facilities, and confidence. Corporal efficiency and Confidence are two most important factors found from this analysis.
Measuring the impact of customer demographics on bank selection criteria gives birth to newer marketing strategies for banks. It helps to understand group-behavior of the customer and therefore it makes positioning and branding activity easier. Studies in customer preference and market segmentation in Malaysia, Jordan, the UAE were mostly done by categorizing the customers based on religion; whether they are Muslims or non-Muslims. Sudin et al. (1994) found no significant difference in bank selection criteria between Muslim and Non-Muslims living in Malaysia. However, some researches sought completely a different mechanism for wider acceptability of the research. Erol and El-Bdour (1989) and Erol et al. (1990) compared the bank selection criteria between Islamic and Conventional Banks, which is not the focus of our study here. Boyd et al. (1994) placed importance on the marital status, married or unmarried, of the customers found that customers are different in putting more emphasis on various bank selection factors such as reputation, cost-benefit, efficiency etc. However, their report revealed that customer those are 'single', have put less prominence on reputation rather the 'married' customers. Another demographic variable, size of the household in terms of number of family members as dependents, was tested and the study found that 'heavy' households emphasis on reputation, cost-benefit and efficiency, whereas the others put more importance on convenience and cost-benefit issues. Occupation of the respondents was another demographic segmentation take into account. The report disclosed that more white-collar households are emphasizing on reputation, modern facilities, and convenience. However, the counterparts, blue-color households, put greater emphasis on core banking (availability of basic services), cost-benefit issues. Lastly, Gender of the respondents reveled interesting results. Males are putting importance on faster service, convenience; however, female gave importance to longer-term aspects relating to organizing their finances and becoming more financially secure. Kaynak et al. (1991) reported differences in bank selected criteria based on gender, age, education background of bank customer in Turkey. This study reported that male customer put more importance on reputation of the bank, business hours, parking facilities, availability of wide-range of services, and fast and efficient services than the female customers. The convenience (especially bank location) played important role for customer under age 40. According to educational segmentation, customers with more than primary education considered empathy, fast and efficient services, location of the banks more important than the uneducated group.
Market segmentation can lead to insights about the basic process of consumer behavior. Edris and Almahmeed (1997) extended the analysis on market segmentation in Islamic banking by analyzing the behavior of 500 business firms on their differences with bank selection criteria. They have further segmented the sample based on whether the companies are originally based in Kuwait or not.
Studies on satisfaction of the customers in financial service sectors have been well known among the academicians since the mid of 80s '. Parasuraman et al. (1988) opened a new window of research in service quality by establishing SERVQUAL model. Their model has been replicated in many countries with multi-dimensional sectors, and found close to a big success. Since, customer satisfaction has close relationship with customer retention especially in markets that are highly competitive and saturated like financial services (Lopez et al. 2007) ; it is necessary to continuously monitor changes in satisfaction among different segments of customers. In this regard, studies on customer segmentation and bank selection criteria along with customer satisfaction started warily came in the study done by Snow et al. (1996) . This study concluded that there were clear differences in the service's expectations for retail banks in Canada among different ethnic groups. Research continues with Furrer et al. (2000) , which reported relationship between segmented customers based on cultural background and their satisfaction. They also developed a Cultural Service Quality Index (CSQI) and established multicultural market segmentation.
Market segmentation and customer satisfaction have been largely affected by banks' massive involvement in technological banking activities (Keeton, 2001) . DeYoung (1999) found that some consumers willing to pay high service charge since they are receiving e-banking services at the next foot step, however, some people still want to see banks are reducing fees/ charges where they believe in personalized attention instead of large technological investment, which may increase cost.
Globalization has raised the competition among Islamic banks worldwide and they must provide technological services along with compliance to Islamic Shariah law. Therefore, identification of niche is vital, which calls for clear understating of the customer segments. At the next stage, banks would be able to make necessary adjustments to their policies according to the specific demand of the customer groups. Islamic banking is still in embryonic stage and customer management is largely absent with majority Islamic banks in Bangladesh. Since, competition is increasing, it became a more than necessity to analyze customer segments and make strategies according to demand of the customers.
Factors considered important by customers in non-Islamic Banks
Though it is not one of our objectives, for a better outlook, we can contrast the bank selection factors important to Islamic and non-Islamic customers. As proved by numerous theories, beside religion, there are non-religious factors such as cost-benefit trade off, convenience, empathy towards customers, and efficiency of the bankers etc, considered to be important to the customer before choosing an Islamic bank. In conventional banks, different types of customers put emphasis on different factors before choosing their banks. The following table shows the factors considered important by customers of non-Islamic customers:
Place BOX 01 here.
Though the name itself, Islamic Bank, is the differentiator; however there are vast similarities among customers regarding the factors considered important while choosing their bank either Islamic or non-Islamic. This statement may raise the question on the viability of testing bank selection criteria in Islamic banks. But it is very important testing the bank selection criteria in Islamic banks since the industry is becoming strongly dominant in global financial development. This study is especially important because here we investigate the importance of market demographics on the bank selection criteria applied by different customers. This would further help us to formulate new policies for better customer management in Islamic banks.
Purpose, Methodology, and Hypotheses

Conceptual framework
Bangladesh is a moderate Muslim country. Historically due to religious attitude, male used to perform financial activities including banking, shopping etc. Hence, dominance of female has been irregular. However, scenario has changed with the increase of educated class in the cities. Beauty of reality is majority of consumption decision is now demographic. As a result, banks, mostly providing similar services for demographically diverse customers, are highly complex challenges of living up to differing customer perceptions of service quality (Lopez, 2007) . Since, service sector is especially individual; therefore, banks must identify its distinctive target. This is particularly a high priority for Islamic banks to identify the groupings based on demographic differences to provide priority services. We have not found any published research in Bangladesh on bank selection differentiator of Islamic banks' customers.
This research is an extension of our early research (Rashid and Hassan, 2008) , which is still in working series format. The earlier research was on bank selection criteria applied by Islamic banks customers in Dhaka, the capital city of Bangladesh. Main objective of this research was to find out influential factors affecting bank selection among customers of different Islamic banks. According to Mean Ranking of the respective variables, Confidence ranked at the top (Mean 5.19, SD 1.15). Respondents ranked Compliance to Islamic rules, one of the highly expected and influential factors, at number three (Mean 4.825 and SD 1.22). Cronbach Alphas are shown for individual factors, while all these had Alpha more than 0.7 as suggested by Nunnally (1978) . See Table [2] for descriptive statistics.
Place Table 2 here Table [3] shows the regression results for six constructs. According to Standardized Coefficients Beta, Corporal Efficiency was the most important factor influencing the bank selection decision of the customers (Beta = 0.322). Beta shows the relative importance (weight) of any specific factor in explaining the dependent variable. Second important factor was Compliance to Islamic rules (Beta 0.196) and close to this was Core Banking (availability of basic banking services) with a Beta value of 0.186. R Square of the model was 0.442 with P <.01. As there was no other related research done in Bangladesh, we hope this R Square to be highly promising.
Place Table 3 here
Frankly speaking, higher value of R Square motivated us to extend the study to check the influence of demographics on these bank selection criteria. As the groups of customers are heterogeneous, the major objective of this study to determine whether these heterogeneous customers have differing perceptions towards bank selection criteria tested by Rashid and Hassan (2008) .
Data and Sample
We have extended the study of Rashid and Hassan (2008) , which has considered 371 respondents associated with 5 Islamic banks in Dhaka City. Dhaka as a capital city represents the whole country and most of the Islamic banks have only branches in different areas in Dhaka City. The customers were randomly selected based on a collected list of customers. The authors acknowledge the assistance of branch managers in this regard.
See Table [ 4] through [7] for the respondent's profile considered for this study. Under Gender category, Female is 30.46% of 371 respondents. Majority of the respondents (53.64%) have completed undergraduate degree(s), however, 37.73% were from postgraduate level and the rest 8.63% were from high school level. The sample considered in the analysis comprised of 50.40% from 21-30 Years age category, close to 22% were from both 31-40 Years and 40+ Years age category respectively, and only 4% was from below 21 Years age category. Out of 371 respondents, about 52% respondents were married.
Research Instruments
The earlier study (Rashid and Hassan, 2008) has used structured questionnaire based upon three types of questions (See Annexure at the end for the Questionnaire translated in English). First type of questions included some demographic variables such as gender, home district, educational level, age, occupation etc. Secondly, some general questions included questions on brand switching, knowledge on Islamic banking, method of banking (physical visit, internet etc.), most likely factors with Islamic banks, cost-benefit issues of Islamic banks compared to conventional banks etc. Some questions regarding perception of the respondents towards bank selection criteria and one question regarding Overall Satisfaction came at the end.
Place Table 4 to 7 here
Selection of the Factors/ Constructs
The factors were constructed based on Factor Analysis (which is available from authors upon request). Variables under each factor (a total six factors were there) were tested with Cronbach Alpha for reliability. The six factors taken for analysis were as follows. 
Objective, Hypotheses and Analysis
The objective of this study is to determine whether customers categorized into different Gender, Education, Age and Marital Status categories are differing importance towards these above listed and tested six Bank Selection Factors. The only hypothesis in this regard is as follows: We will run regression analysis for the six factors having control for Gender, Education, Age and Marital Status respectively. The results will be shown as follows: 1) Model Fit (with R Square for each category and factor), 2) Ranking based on Beta score for each category and factor for relative importance given to that factor. Standardized Beta presents the relative importance of any specific factor in decimal format for explaining the dependent variable. For example: a Beta of 0.400 may be represented as if this variable is putting 40% importance in explaining the dependent variable.
3) Significance level for each category and factor (with P value)
Findings
In this study for 371 complete questionnaires, SPSS was used to analyze the data. We have run multiple regression analysis having Overall Satisfaction as the dependent variable and Six Factors resulted from factor analysis as the independent variables. We have controlled the regression analysis for four demographic variables such as Gender, Education, Age and Marital Status to prove the significance of demographic differences in Bank Selection Criteria for Islamic banks' customers in Bangladesh. In general, Multi-co linearity was under control, however slightly out of the line for few cases, where the sample size is lower than other individual demographic dimension.
Results
(1) Gender H 1.1 Betas of Six Bank Selection Criteria for Male and Female are different.
Place Table 8 here Supporting for this hypothesis is given in Table [ Place Table 9 here Place Table 10 here In Table 10 , it shows R Square of Model for High School is 0.281, which is pretty low may be because of fewer sample size, R Square for Undergraduate model is 0.450 and same for Postgraduate is 0.488. We are discarding the High School model since the model is not significant (P = 0.399, which is more than an acceptable level i.e. 0.05). Among the respondents from undergraduate level, Corporal Efficiency was the most influential factor (Beta 0. Table 11 here Table 2 shows the regression results for different age category. We have discarded 17-21 Years age category because of lower sample size and confidence interval (Sig. 0.070) of the model in this category. Most vibrant investors are from 21-30 years of age category and they have put highest importance, primarily, to Corporal (Beta 0.453) efficiency and secondly, to Core Banking (Beta 0.355) services. This model has an R Square of 0.482 (Sig. 0.000). In next age category, 31-40 Years, with an R Square of 0.483 (Sig. 0.000), the respondents supported the greater Compliance to Islam (Beta 0.420) and at the second stage, they have put emphasis on Cost-Benefit (Beta 0.277), Core Banking (0.276) and Corporal Issues (Beta 0.264). However, the most experience group, age category of 40+ Years (R Square 0.460, Sig. 0.000), put highest importance to level of Confidence (Beta 0.433) and they kept Core Banking (Beta 0.382), Corporal (Beta 0.337) and Compliance (Beta 0.333) in their second level choices while selecting an Islamic Bank.
Conclusion
Summary
Primary objective of this research was to determine the bank selection factors that are given higher priorities by groups of customers while selecting any Islamic banks in Bangladesh. The patterns discerned from the study are not only different from earlier researches but also provide the leader with importance clues to effective strategy buildup.
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Let us start with the odd one. Convenience was one of the factors, which was not selected as an important factor by any of the groups as first and second important factor while selecting Islamic banks. As we have seen from Table [12] , Corporal efficiency is the number one factor, which was selected by almost every group either as the first important factor (5 out of 9 groups) or as second important factor (another 2 out of the rest 4 groups). Availability of Core Banking services was selected by two groups (Female and Married) as the first important factor, while another five out of rest 7 groups have selected it in the second category. Compliance (with Islam) is the first priority for the age group of 31-40 years and Confidence level of the customer with Islamic banks was the most important factor for respondents from 40+ age category. If we see explicitly, almost every group has logic behind choosing different factors as the first or second important factor. However, it is clear that leaders running Islamic banks in Bangladesh must put higher importance to Non-Islamic issues such as Corporal Efficiency and Core-Banking Services rather than only religion as their backdrop banner.
Area of Importance
The variables under Corporal efficiency and Core-Banking would give us more clear focus for our customer positioning. Corporal efficiency includes variables like (1) fast and efficiency counter services, (2) speed and efficiency of transaction processing, (3) interior setup of the branch for better banking (4) experienced management team, (5) management capable of giving financial advice, (6) faster document processing, (7) management's knowledge on customer's business. Respondents/ Customers put more importance to these variables more than any other variables. Its means like conventional banks, Islamic bankers must also have to offer faster, experienced and helpful services to the customers. This also concludes that most of these customers either have switched from conventional banks to Islamic banks or banking system in Bangladesh offers substantial competitiveness that motivates the customers for better services against their valuable money. So, the first priority of the Islamic banks in Bangladesh would be to design corporal issues according to the market demand.
The variables under Core-Banking services include (1) uniformity of services in all the branches, (2) awareness programs of services availability, (3) competitiveness in basic product offerings. The first variable can be ensured by proper use of E-Banking facilities to ensure that all services are available in all branches. The second point is very much lacking with all Islamic Banks and we suggest the central authority and the Universities to offer courses of Islamic Banks. Except few Public University, no other institutes have course offered on Islamic banking. Therefore, even if the industry is growing, the growth will stuck after a certain period, or the growth will not be of expected quality. The condition of the third point is even shoddier. Most of the Islamic banks, except Islami Bank Bangladesh Limited -the first Islamic bank of the country, and few multi-national conventional banking offering Islamic banking window services, offer very basic services those are common to all the Islamic banks. This point makes the investors confused. Moreover, lack of advertisements, lack of community development programs; hinder the development of the majority domestic Islamic banks in Bangladesh. We firmly urge all the Islamic banks to introduce modern services based on E-Banking facilities to keep pace with new generation of banking.
Limitations
1) Same analysis can be done by taking clustered sampling from different regions in Bangladesh. However, the sample would be very less in number for most of the regions. Most of the Islamic Banks in Bangladesh do not have branches throughout the country.
2) Mean differences can also be run to check the validity of the results. Wide range of services Kaynak et al. (1991) , Rashid and Hassan (2008) Trust and Commitments Zeithaml and Bitner (1996), Lovelock (1996) , Legg and Baker (1996) Marital status "others" were found "0".
a. Dependent Variable: Overall Satisfaction
Source: Created from SPSS Output 
